Historically, the AMA has refrained from attempting to represent the marketing community's perspective in debates involving such things as legal or regulatory issues that affect the practice of marketing. The AMA has no formal mechanism for determining the issues on which it will take a position, assessing the views of its members, or developing a formal position on those issues. Thus, the AMA is reluctant to offer official commentary regarding "the implications of [its definition of marketing] for (1) scholarshipin particular, scholarship that addresses 'marketing and society'-and (2) the role and responsibility of marketing in society" (Gundlach 2007, p. 243) without developing and then using a process to confirm that an opinion truly reflects the views of the AMA membership. Indeed, the use of a somewhat informal process to develop the 2004 definition of marketing has contributed to the current controversy.
As we discuss, the AMA, stimulated by the controversy over its 2004 definition of marketing, has instituted formal policies and procedures to ensure timely and inclusive review/revision of the official definition of marketing (and the AMA "Statement of Ethics"). Rather than developing an official position on the implications of present and future definitions, the AMA believes that it is most appropriate for these implications to be debated among association members in the association's journals and magazines and at its conferences. It is in this spirit that we participate in this special section.
From our vantage points, as former chairpersons of the AMA board of directors, we comment on (1) the challenges of developing a definition of marketing; (2) why a definition is important; (3) how the definitions (including the AMA's) have changed over time; (4) why the AMA is the most appropriate organization to offer an official definition; (5) why participation on the part of marketing managers, researchers, academics, and marketing students is important; and (6) what the new AMA definition development process is, and who will lead the next definition effort. Finally, we address the implications of AMA's new definition for scholarship on marketing and society and the role and responsibility of marketing in society.
Challenges in Developing a Definition of Marketing
Marketing is an eclectic activity studied and undertaken by people with a wide variety of skills and knowledge bases. Many scholars and practitioners believe that marketing is not just a functional area within an organization but also a philosophy that should permeate all areas of the organization (Webster 2005 In short, we are again engaged in a debate as to what constitutes the proper conceptual domain of marketing, guided by something less than a unifying theory of marketing and faced with enduring questions as to the impact of marketing on the consumer, the organization, and society. In our view, these three challenges are related.
To understand better the evolution of the AMA definition of marketing, we consulted definitions created by textbook authors who characterize a particular school of marketing thought and/or best-selling textbook authors whose various editions might provide a longitudinal perspective on how marketing has been defined. Because textbook authors aggregate and synthesize information reflective of contemporary disciplinary thinking, they reflect and influence the perspectives of future marketers. Although we were faithful to these criteria for these reasons, we recognize that our limited selection of textbooks is illustrative rather than comprehensive.
According to Hunt and Goolsby (1988 Typically, textbooks synthesize well-accepted knowledge; however, in several cases, they offer new perspectives on marketing that have led to a rethinking of the discipline. It could be concluded that since 1960, the AMA definition of marketing has followed, rather than led, the discipline as represented by these textbooks. Because the AMA wants to play a leadership role in advancing marketing thought and practice, it is disconcerting that the AMA definitions could be considered lagging indicators of mainstream disciplinary thinking.
Thus ing students. For more than seven decades, the AMA and its members have played a leading role in the development and dissemination of marketing knowledge and information. Making the most of the different perspectives resident in these constituencies will go a long way to ensuring that the official AMA definition is robust and fosters a common understanding of marketing across the discipline.
Need for Broad Participation and
Acceptance of a Definition The AMA definition of marketing will now be reviewed every five years, and the next review of the definition of marketing was scheduled to begin in January 2007. The review process will be managed by an ad hoc subcommittee of the AMA Governance Committee appointed by the chair of that committee (AMA chair-elect). The subcommittee will comprise representatives from AMA division councils (i.e., academic, market research, professional chapters, and collegiate chapters), a subcommittee chair, and two at-large members also appointed by the chair of the committee. To provide for continuity in the review process, the chair of the Governance Committee is encouraged to have some overlap between each new review committee and previous review committees. The process will proceed as follows:
1. The AMA will broadly announce the initiation of the review/revision process. This announcement will be made through e-mails to AMA members, postings on the AMA Web site, articles in Marketing News, messages delivered through AMA listserves, and communications with AMA councils and board of directors. The announcements will solicit input as to whether changes are needed and the nature of any suggested changes, outline the nature of the process and the membership of the ad hoc subcommittee, and provide a mechanism for offering input (e.g., posting on a Web bulletin board). Surveys of the membership might be used to solicit input. 2. The ad hoc subcommittee will then review the input from the councils, board of directors, and membership and determine whether changes are needed. 3. If the recommendation is that no changes are needed, the ad hoc subcommittee will report the decision, with a summary of feedback received and rationale for its recommendation, to the AMA board of directors for approval. If the AMA board does not approve the subcommittee's recommendation, the subcommittee will take the feedback from the board and reexamine and resubmit a recommendation. 4. If the recommendation is that changes are needed, the AMA will publicize to its membership (e.g., an announcement on the AMA Web site and in Marketing News, e-mails to membership) the recommended new statement, a summary of feedback received, and the rationale for the recommendation and will solicit feedback on the recommended revised statement. The ad hoc subcommittee will review the feedback and prepare a final recommendation to the AMA board of directors for approval. If the AMA board does not approve the subcommittee's recommendation, the subcommittee will take the feedback from the board and reexamine and resubmit a recommendation with supporting documentation. 5. To maintain continuity, at the conclusion of the process, each ad hoc subcommittee will produce a report (i.e., a "white paper") that outlines the process, summarizes the general nature of the input received, and provides the rationale for the recommendation. Conversely, an official definition that fosters positive description and normative evaluation; acknowledges marketing activity in the public, private, and nonprofit sectors; and recognizes activity and impacts at the individual, organizational, and societal levels may serve to improve the collective understanding and practice of marketing. This is an opportunity we should fully exploit.
For our own part, this exercise has led to discussions about what we think might be a reasonable definition of marketing. We suggest that a positive (rather than normative) definition can better focus attention on the reality of marketing practice and its impacts; that marketing is a particular sort of effort (i.e., one directed at the creation and exchange of value); and that it is engaged in by individuals, organizations, and the political economies they constitute.
This exercise has also caused us to reflect on Rust's (2006, p. 2) assertion that "[t]he mature marketing discipline will be tolerant, confident, global, technologically savvy, and unashamed to be primarily about marketing." Any definition-making process, and the result itself, should encompass these attributes. Moreover, the AMA definition of marketing should lead rather than lag. It should address the present and future marketing, not the past. We have every confidence that the 2007 process and its result will do just that. 
